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COMPANY BACKGROUND
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etnikatravel.

EtnikaTravelis a Tour Operatoropenedin 2010and it is specialisedn travel arrangementan Mauritius. The
companyprovideshotel marketingand reservations airport transfers,car rentals, sea/landexcursionsfours
and activities EtnikaTravelhas alwaysbeen a well-known companyon the island and particularly outside
Mauritius with international partners such as CostaCruiseand CisalpinaTour, among others. In fact, the
companybefore usedto workin ad . dza Xoy. SIZA & W&/ &#BAB Asa result, EtnikaTravelwasthe linking
bridgebetweenworldwide tour operatorsandlocalMauritian serviceproviders




Due to Coronavirusspread, the company changedits working strategy in
G . dza xoyl S 3 3BY0J Operatingin a B2B way, an establishedprofessional
reputation was enough for international tour operators to consider the Eb/

companyas a businesspartner for handling their clients in Mauritius itself.
However, since now they committed to search for their own clients, the
companyhasto investmore in marketing Particularlyjt needsto strengthenits
social media presence,sinceit is the primary tool of communicationto the
audience Theaim is to displayhow EtnikaTravelprovidesliterally whatevera
tourist candemandon the island

Moreover, an additional problem is that despite Mauritius reopened,only the
rich part of the audiencecan plan a holiday at the last minute or cansustaina
holiday extensiondue to unforeseencircumstancesausedby the virus and its
variants Therefore,as main current goal, EtnikaTravelwould like to showcase
mostly their luxury services, nonetheless,they still provide activities and
accommodatiorthat fit all clientalneedsand budget



MARKERESEARCH
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Percentage change in international tourist arrivals
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Mauritius is a small paradise in the
middle of the Indian Oceanand every
year it welcomesthousandsof tourists
cravingfor its white beachesand blue
oceans However,the coronavirushad
a drastic impact on the international
arrivals and, as a result, it hugely
affectedthe economyof the country,

The chart of Kamer (2021 highlights
the decreasein international tourist
arrivals,analysingthe monthly change
during Covid19 pandemicin Mauritius
from February2020to May 2021
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THE SOLUTION

Thesolutionis to organisea consistentcampaignnamedd | 2pdabidise/ 2 NI/l run for 3 months The
project will be held on the website and their socialmedia, becauseit is the easiestway to reachout the wide
audienceof the company In fact, their clients come from all over the world, particularly from Italy (majority),
RussiaSouthKoreaand North Africa Thesedatacomefrom aninterview with IvanoLaTerra(Director)and Laura
Grenouille(OperationdVlanager)

The targeted audienceconsistsof adults of different culturesand variousethnicities focusingmore on the Italian
market Theclients includemainly couples(newlywed or retired) and families,but alsogroup of friendswho are
enthusiasticabouttravellingand experiencingexcursions



Daniele and Serena
29 and 28 years old
Italy

Doctor and Teacher
High Class

Danielejust finished his specialisatiornin dentistry and Serenahasbeena
teacher for a couple of years Theyare a newly-wed couple residingin

Italy. Theyare planningtheir honeymoonand are looking for prospective
destinations Both belongto affluent familiesand do not haveany budget
restrictions Beingpretty young,they spenda lot of time on socialmedia,
particularly LinkedInfor catchingup with colleaguesand Instagramfor

leisurepurposes



AUDIENCE PERSONA

NAME: Andrea
AGE: 51 years old
LOCATION: Italy

PROFESSION: Small business owner

SOCIAL STATUMIddIe Class

Beingbusythe whole day with his own businesscomingbackhome every
eveningbefore dinner, Andrealovesspendingsometime scrollingFacebook
and just chilling He is the father of a family of four people Hiswife Sarais
46 yearsold; hissonLucais 13 yearsand his daughterFionais 17 yearsold.
He s a travel enthusiast,but unfortunately his businessduties prevent him
from havinglongterm holidays Additionally,since his wife doesnot work,
he cannotafford luxuriousdestination Nonethelesshe looksforward to the
times when he can take his small family on vacations,having quality time
before hiskidsstart goingin holidayswith friendsinsteadof the family.




Natasha

32 years old
Russia
Auditor

High Class

Natashais a businesswvomanwho worksin a prestigiousauditing firm well-
known all overthe world. Dueto her important position,shechangesountry
almost every week For this reason,often shefeelsalackof G a 8 A Y® £ >
just take care of herself and rest a bit, without moving from one city to
another Sheis very curious and she adoresreadingto learn new things
Additionally,shelikesto shareon Instagramthe picturesof all the placesin
which she moves On the other hand, every year Natashaalways looks
forward to her paid leaveto compensatethe yearly stressfrom work with a

two weekluxuriousholiday
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THECAMPAIGNDEA

The core campaignidea is to involve two or more influencers(particularly
Youtubers)from Italy and to bring them to Mauritius. Theywill be able to
create videoswith massiveexposureand the companywill be able to share
them aswell, showcasinghe most excitingand expensiveactivitiesto do in
Mauritius.

Additionally, a seriesof video will be releasedon all the O 2 Y LJI dig&al a
platforms One of them will be a proper brand advertisingvideo, matching
the audiencepersonacharacteristicsand needs The other adswill be 360°
videosof the bestsellerexcursionsof the company,includingwater, seaand
air activities

It is crucialto makethe audiencedreamand convincethem that the company
can makethose dreamscometrue. Thepurposeis to sellemaotions,to sella
feeling,sothat evenif a client cannotafford a luxurioustrip, he will still crave
to haveat leastd Ipieceof that R NI | THisconceptis well-expressedn the
campaigrsloganYOURPARADISEORNER




THE SLOGAN
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PESTEANALYSIS

ECONOMICAL TECHNOLOGICAL LEGAL

1 Mauritius was heavily dependent onthe New technologies that are yettobe  { Incoming tourists are subjected to
tourism industry before Cowvid9. used as marketing initiatives will be have a booster vaccine dose in
Incoming tourists after the recent travel implemented in this campaign, order to be considered fully
ban upliftment will possibly restore the such as VR (360 degrees) marketing vaccinated (as per Mauritian
tourism industry and boost the advertisements. Government Laws) and avail every
O2dzy i NE Qa SO2y2Yé& 2 O Sheladverts wilthalso be optimise touristic facilities

1  Economical crisis that leads to with the help of Geolocation and

unemployment and inflation

®E O O®®O

POLITICAL SOCIAL ENVIRONMENTAL
{  Travel restrictions in Mauritius are f Multicultural society with a wide The returning of tourists will
unpredictable and may impact the range of languages and ethnicities. reignite the pollution in the public
flow of the campaign when 1 Language barrier, since the tourists beaches.
suddenly imposed by the coming to the country may find T  The fastchanging weather can
government. difficult to communicate with the impact the excursions planned for
1 The company might get a locals. the tourists.

sponsorship for the campaign from
the MTPA (Mauritius Tourism
15 Promotion Authority).
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Well-estabilishedcompany with excellent reputation.

Wide variety of activities andccomodations

Huge network on the island.

International partners such &Sosta Cruisand Cisalpinalour

Small team oémployees

Covid19restrictions

Aggressive competition with smaller but more nidloeused
businesses.

Limited onlinepresence

The owner of the company also owns a sistempanyEtnikaProduction A lineup production company
used to collaborate with multinational company and celebritiBsisenablesEtnikaTravelto expandin
biggermarkets.

To exploit the increase in luxury tourism and to adjust the marketing strategies accordingly.

Space to improve online presence, particularly in terms of social media and website.

Language Barrier, since the audience is very wide and not all the clients speak English or Italian.
Possible unexpected closure of the borders due to Covid variants evolving.

Some travellers may be uncertain of travelling internationally due to rapid covid mutation.

Many tourists booking holidays and tours through big platformB@sking.comAirbnh etc.
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PROPOSHNFLUENCERS

Theseare three possible influencerswho might collaborate with Etnika Travel Two of them are well-
estabilishedYoutuberswhile the third is a photographemmore oriented towardsthe "content creation' world.

In the following slides,there are their socialmediainsights Theseare important to define alsoa price, once
they alreadygivetheir availability

WIE O21J2 5Q! f SaA?z2

Marcello Ascani

Nicola Torrisi



PROPOSHNFLUENCERS

Milan

Milano

Rome

Roma

Napoli
® Cities

Jakidale & 7.06%

Youtube avg. engagement rate

jakidale @ 1.75%

Twitter avg. engagement rate

jakidale @ 7.96%

Instagram avg. engagement rate

Compared to similar influencers

Engagement

top 5%

Likes  top 5%

Comments

bottom 30%

—e

Post per day

Engaged Audience @

IT cm—
US =
ES ¢
GB *
CH'
® Countries

$9,985

Suggested Price @

3.2

avg. retweets

$1,400
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® Age
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avg. views
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avg. likes
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Average engagements by publication time
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avg. likes
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avg. comments
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https://www.youtube.com/watch?v=E2QFOGvwuto

PROPOSHNFLUENCERS

Engaged Audience @
:”arj « 4’:./0 Z —_— 67% (8);; ® 49? ?43%
R R Marcello Ascani
e ‘0 Cities - " @ Countries - T ® Age - OGe.nder
Marcello Ascani £ 6.32% $3,655 $0.03 120k 7.6k o = . ; .
Youtube avg. engagement rate Suggested Price @ CPV avg. views avg. likes Marce”o Ascan"S Currentlytrylng to ||Ve
N 12 months in 12 different countries all
N over the world. Every time he visitsone,
mureaflonscanit)  3.42% $845 $0.12 7.1k © 280 he tries to interview particularly Italians
R B who live there like in the video at Los
Compared to similar influencers An g e | ed I n ked be I OW
Engagement  top 45% 5 | i s R https://www .youtube.com/watch?v=EQ
@ 14k
FOGvwuto
Likes  top35% ”
= Additionally he is a friend of Jacopo
Comments bottom 25% 5 Q! { 8saaikresult they might come
e - : £ together in Mauritius for an exciting
Boskperiing Average engagements by publication time uTC adve ntu re
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https://www.youtube.com/watch?v=E2QFOGvwuto

PROPOSHNFLUENCERS

Milano

Roma

Udine

Benne

Bolzano
® Cities

befricZ 5.60%

Instagram  avg. engagement rate

Compared to similar influencers

Engagement  top 5%

Likes  top 5%

@

Comments bottom 25%

Post per day

Aug

Mo

Engaged Audience @

IT cm— 740
ES = 6%
CH * 3%
FR ¢ 3%
GB * 3%

® Countries ® Age

$235 $0.09 2.6ko

Suggested Price @ CPE avg. likes

-~ Avg. Engagements Community

Q
: 8
Average engagements by publication time

" 42%

® Gender

19.330

avg. comments

Nicola Torrisi
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OPPORTUNIFOR SPONSORSHIP

Eventually,for sucha big project, Etnika Travelmay requesta sponsorshipfrom the Mauritius TourismPromotion
Authority. Thisgovernmentbody is usedto promote such collaborationslike the recent one linked below with a
Frenchyoutuber,that apparentlywassponsoredoy the MTPA

https://www.youtube.com/watch?v=PURPts2z
MmE

Qy _'w»)

P Pl © o001/1404

© MAURICE

LILE MAURICE : 10 CHOSES MAGIQUES SUR CE PARADIS !


https://www.youtube.com/watch?v=PURPts2zMmE

¢CKS YIAY ONrYR OARS2 2F GKS LINR2SOG gAftft 06S ylIYSR |
The video will follow the story of a couple in honeymoon in Mauritius. They will be availing the best and most expens
activities offered byEtnikaTravel, such as the helicopter tour or the private boat trip.

NOTETO THEEXAMINERe first draft of the video has been sent via email to the Module Tutor. However,this video was made by a freelance
videographerprovidedby the companyaccordingto our request,just with his own stockfootage | do not own any credit concerningthe makingof the
video. l amandwill be presentonly in the idealisation,duringthe shootingandin the review part, not in the editing phase
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THE STORYBOARD
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WEBSITE

e
/ - WhatsApp Us o
= etnikatravel. @ +230 5482 0000 Search entire site here

ACCOMMODATION v TOURS&ACTIVITIES v CARRENTAL v AIRPORTTRANSFERS WEDDING & HONEYMOON GETINSPIRED OFFERS MAURITIUS v CONTACTUS

DESTINATION

MAURITIUS

GET INSPIRED

EXPECTEBDEBSITE FEATURING SOMZPAIGIELEMENTS




YOUTUBE

= 3 Youlube h Q ¢

° Related From Jakidale Recently u;

Un incredibile viaggio a Dubai

Jakidale @
1.6M views * 11 months ago

I RUN A MARATHON IN MY
APARTMENT IN MILAN

Jakidale @
3.9M views - 1 year ago

% @ Deep Focus 24/7 - Ambient
Music For Studying,...
4K Video Nature - Focus Mu.. <
1.2K watching

LIVE NOwW
Mix - Jakidale
YouTube

lofi hip hop radio - beats to
relax/study to

Lofi Girl @
33K watching

E : : by % [LIVE Now]
Ho trovato il mio angolo di paradiso! .
PRI Ambient Study Music To
809,355 views * Feb 2, 2022 iy 48K CJ DISLIKE ) SHARE =+ SAVE ... e m Concentrate - 4 Hours of Musi...
Quiet Quest - Study Music @

o 24M views * 2 years ago
% 1.77M subscribers rin CERCARE ORO NEI FIUMI
/1 <% ITA AN 3
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Subscriptions

=

Library

2 YouTube

= Etnika Travel Mauritius

3.31K subscribers

HOME VIDEOS PLAYLISTS CHANNELS DISCUSSION ABOUT Q

Uploads p PLAYALL

g

. 5= “Bn - 1:15°
— o . = — y e L |
Find #YourParadiseCorner Swim with the Dolphins - SEA Undersea Walk - SEA Sky Dive - AIR Black River Gorges Hike - LAND
186.215 views * 2 days ago 11.187 views * 1 month ago 9.436.215 views * 1 month ago 4.522 views * 2 months ago 1.209 views * 2 months ago
360° 360° 360° 360°




0:52 /2:08

Swim with the Dolphins - SEA

11.187 views * 1 month ago

i % ~

1K Dislike Share

Etnika Travel Mauritius
3.31K subscribers
Comments 82

® Add a public comment...

The campaignwill implement also Virtual Reality as additional digital technology
Someactivitiesand excursionwill be recordedwith a 360° camera,in order to bring
the audiencea more immersiveexperienceand to generateeven more interestin
the proposedservices

One of the main concern while discussingthe use of VR is the high cost of
implementation However,after uploadinga 360° video on Youtube the platform
givesthe audiencethree options to visualiseit through a VRheadset by phisically
movingthe phonearoundor by changingoerspectivesvith fingersusage
Particularlythe secondoption cangiveto the audiencethe opportunity to enjoythe
video, cutting the implementation cost This allows the companyto bring a fun
experienceto everyone without anyVRheadsetneeded




FACEBOOK

Toensureconsistencythe campaigrshouldbe displayeduniformly acrossall the digitalplatforms.

Home Create

=7

—
—
P

etnikatravel.

Etnika Travel Mauritius
@ETNIKATRAVEL

Home
Reviews
i Like X\ Follow  # Share @ Send Message
Photos
Videos >

]

(= Etnika Travel ses . Q search for posts on this Page
Posts L7/ January 16 at 9:17 AM - @

According to Mark Twain, «Mauritius was made first, and then heaven, and heaven ; . e
About was copied after Mauritius». € English (US) - Kiswahili - 8= - pwaid]

Espafiol
Do not hesitate. Find #YourParadiseCorner g

I}

Community = ;
Get a taste of it in the video below & Privacy - Terms - Advertising - Ad Choices [>-
e 4 P ; \, 3 . : ¢ Cookies - More -
Create a Page

Facebook © 2020

OO0 2 Comments 6 Shares

Chat (14) @ & &




INSTAGRAM

etnikatravelmauritius

.

=< 16 222 145
etnikatravel. Posts Followers  Following

Etnika Travel Mauritius

Travel agency

Your local travel expert in Mauritius!

Accommodation | Tours & Activities | Car rental |
Airport transfer | Tailor made package | Wedding &
Honeymoon

www.etnikatravel.com

Morc. Mont Choisy 101, Mont Choisy, Pamplemousses,
Mauritius

Message Contact +2

CURRENHEED

etnikatravelmauritius

1.387 60,4MILA 2.823
etnikatravel. Posts Followers  Following

Etnika Travel Mauritius

Travel agency

The Mauritius' Ezxpert
Accommodation | Tours & Activities | Car rental |
Airport transfer | Tailor made package | Wedding &
Honeymoon

www.etnikatravel.com

Morc. Mont Choisy 101, Mont Choisy, Pamplemousses,
Mauritius

Message Contact +2

Covid-19 Excursions About Us  Testimonials Clients

EXPECTHHEED
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ETNIKATRAVELMAURITIUS
Posts

=  etnikatravelmauritius
Tamarin, Mauritius

Qv

@ Liked by ishika.grh and others

etnikatravelmauritius Can you imagine swimming in the blue
Indian Ocean with dolphins right next you? “%

Well, it is possible. & You can swim and do much more at Tamarin
Bay.

Check out the link in our bio to discover more about this amazing
excursion &

#YourParadiseCorner #TheMauritiusExpert #EtnikaTravel

In order to generatequality contents able to positively affect the company,it is
not sufficientto posta simplevideo of a boat trip writing an anonymouscaption
suchas «havea good day» One of the main marketingtool to solvethis issueis
the AIDAmodel and below there is an example of its implementation to an
Instagrampost

A~ -(o) (A

ATTENTION The dolphinsin the torquoise water are expectedto catch the
customerattention and stop him from scrolling

INTEREST At this stage, the client will become curious checkingwhere this
picture wasshotin the geotagsection

DESIRE Now, the viewerwho is properlyinterestedwill start readingthe caption
andwonderinghow he would be ableto havesucha cool experience

ACTION- The last step is convertingthe curiosity and the interest into a real
action,directingthe customeron the companywebsitethrougha proper CTA
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@ etnikatravelmauritius 10s X

—_— / t k t L WhatsApp A o
— \e niKatravel. +230 5482 0000 Search entire site here

ACCOMMODATION + TOURS&ACTIVITIES v CARRENTAL y AIRPORTTRANSFERS WEDDING & HONEYMOON GETINSPIRED OFFERS MAURITIUS + CONTACTUS
T,

Price range

0-49¢€
Swim with the Dolphins 50-99¢€
100-149 €
150-199 €
200 €+

< - :p“w-' '$ s

& DISCOVER MORE

Departure point: Le Morne Public beach
Departure time: 07:00 am

Duration: 6-7 hours

Highlights: Dolphin encounter, snorkeling, Crystal rock, Le Morne Brabant Mountain,

Description: Need help booking?

From the magnificent beach of Le Morne, you will navigate on a speedboat along the south Call us on +230 5 482 0000 for

coast till Tamarin bay for a unique occasion to discover the dolphins in their natural habitat individual, group, tailored advice

and for those who are brave enough, the chance to swim with them will be an exceptional for your perfect holiday in

opportunity not to be missed. Mauritius. We are available on
WhatsApp!

You will explore the underwater life while snorkeling amid the alive coral reef and after a dive
V into the turquoise water surrounding the famous Crystal Rock, you will land on Bénitiers Or simply send us a message with

Send message

Island where a delicious beach BBQ will await you during this exciting day. your query!



Thebrand canusethe new Instagramcollab feature while collaborating
with influencers This allows to combine likes and comments
exponentiallyincreasingthe engagemenin both accounts Additionally
the company will also be able to directly check the insights of the
O2f f I opodd 0 2 NQa

All the social media contents will be optimised basedon O 2 y & dzY S NX
location (geolocatior). Furthermore the use of 10T (Internet of Things

will be madeto collectinformation like travel patternsand behavioursto
optimisetargetedmarketingon socialplatforms



